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Abstract 
The aim of the present research has been that of emphasizing the role of the persuasive messages in influencing the teachers’ 
attitude towards change. Focus has been laid on the determination of the teachers’ degree of resistance to change, as well as on 
the constancy of the attitude towards change. Some of the statistic operations used have been: the mean calculation for the 
variable attitude towards change; the factorial analysis for establishing the factorial validity of the scale; Cronbach-alpha 
consistency coefficient for checking the validity of the questionnaires etc. If the subjects have an initial anti-change attitude, a 
persuasive counter-attitudinal message will lead immediately to a significant increase in the pro-change attitude, however, the
effect is no longer accentuated with the passing of time in this case. 
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1. Introduction 
Approached from the perspective of the communication theory, persuasion is considered a communicative 
process which allows the analysis of the usual communication elements: emitter, message, transmission channel, 
receiver, laying emphasis on argumentation. Persuasion is a form of social influence by which the opinions, beliefs, 
behaviour or attitudes are changed through the individuals’ cognitive restructuring of their reference system. The 
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persuasion strategies used in the change of attitudes are based on cognitive mechanisms (e.g, understanding the 
arguments), affective mechanisms (fear) and behavioural mechanism (eventual concessions). It is defined through 
the emitter’s actions intentionality and must not be taken for manipulation, which is characterised by the tendency to 
deceive the receiver in view of obtaining certain advantages for the emitter. The issue of changing the attitude has 
arrested the interest of many researchers, who designed various theoretical models. The cognitive dissonance theory 
(Festinger, 1957) emphasises the importance of the cognitive restructuring resulted from the discrepancy between 
attitude and behaviour. This discrepancy favours the occurrence of the dissonance, more precisely, of a 
psychological state which motivates the individuals in the sense of altering the cognitive register. Subsequent 
research studies conducted by Scher & Cooper (1989) come to round off Festinger’s theory by identifying the main 
factors of the change in attitude: take on responsibilities, efforts to change, which is greater when the change in 
attitude and behaviour is more pronounced. Also, the stimulus-response theory starts from the assumption that, 
during the attitudinal change process, stimuli, or, better put, their quality, play a very important role. This supports 
the idea that the analysis of the stimuli and response characteristics and the arguments for these responses facilitate 
the understanding of the social behaviour mechanisms. Subsequently, this theory has been expanded, including the 
personality in its paradigm and concluding that the change of attitude is based to a great extent on certain features of 
the human personality and cannot be predicted unless the history of each individual’s life experience is known. The 
stimulus-response theory has been later the starting point in designing the source-message-receiver model (Hovland, 
Janis & Kelly, 1953) which attempted to study communication and mass-media persuasive effects. This model’s 
authors consider that the change of attitude by exposure to persuasive messages should abide by certain rules: grip 
on audience on the message, the receiver’s understanding of the message; the receiver’s acceptance of the message. 
Other studies (Petty & Cacioppo, 1986) stressed that the conviction degree depends on the persuasion degree of the 
message, as well as on its personal relevance. Also, individuals may valorize messages /stimuli intuitively or 
reflexively, in accordance with their thoughts or state of mind (Petty & Brinol, 2006). At the experimental level, the 
researchers have identified three areas where the utterances of a persuasive message can be included: an acceptance 
area around the receiver-subject’s attitude towards the issue in question; a non-engagement area and a rejection area, 
which comprises those messages which point to an attitude which the receiver cannot accept. These areas actually 
describe the three attitudinal stances that can be adopted by any individual when facing a persuasive message: 
acceptance, non-acceptance and indiference.  
2. Research design 
2.1. Objectives and hypothesis 
Most research studies, whether theoretical or experimental, have emphasised the difficulty of the attitude change, 
which requires a cognitive restructuring of the representation of change. Moreover, it is well known that the 
persuasive messages do not have the envisaged effects all the time, the individuals preserving a certain freedom in 
the relation to a certain phenomenon. Thus, the same persuasive message can change the attitude of some subjects 
and can leave the others’ attitude unaltered. In order to verify this aspect, we have tried to study the teachers’ 
attitude towards the change in education and the possibility to change this attitude by exposure to persuasive 
counter-attitudinal messages. To this effect, we have used positive and negative persuasive messages, which we 
named messages from authority (experts).  
The present research starts from the hypothesis that the teachers’ pro-change or anti-change attitude can be 
altered with the help of a persuasive counter-attitudinal message, the attitudinal change occurring right after the 
reading of the message and accentuating with the passing of time. For checking the validity of this hypothesis, the 
following objectives have been proposed: a) to determine the teachers’ degree of resistance to change; b) to 
emphasize the degree to which the attitude towards change is influenced by persuasive strategies.  
2.2. Methodology (subjects, procedure, instruments) 
The research has been conducted on a 400 subjects lot, teachers from various school institutions. The subjects 
have been tested in three different testing times: pretest, experimental stage, and retest. The selection method was 
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that of random stratified sampling, according to five criteria: gender (male/female), environment (rural/urban); 
professional status (schoolmasters/teachers), age interval (20-30 years, 31-40 years, and 51-60 years), school level 
(primary, secondary, high-school). Since we aimed at studying the effects of the experimental manipulation through 
persuasive counter-attitudinal message on the pro- and anti-change attitude, we have divided the subjects in 
accordance with their pro- and anti-change attitude in pretesting. Subsequently, the subjects from the two conditions 
have been further divided in other two groups, with the even-odd method, thus obtaining four experimental groups.  
In relation to the experimental conditions variable, the lot comprises 95 subjects in the pro-change control group, 
104 subjects in the anti-change control group, 96 subjects in the pro-change experimental group and 105 subjects in 
the anti-change experimental group. The average seniority in education of the teachers in the present study is 18.09 
years, and the age average is 40.57 years.  
During our research, we have considered the following variables:
a) Dependent variable: 
x the attitute towards the change in education - defined as individual predisposition marked by cognitive-affective 
restructuring and by the relation to the process of redefining quality in education. 
b) Independent variables: 
x experimental conditions: a) anti-change experimental group; b) pro-change experimental group; c) anti-change 
control group; d) pro-change control group;  
x pro-change persuasive message (positive);  
x anti-change persuasive message (negative).  
For establishing the four experimental conditions, we have built and applied on all subjects the Scale of 
measuring the attitude towards the change in education and, according to the results obtained, we have divided the 
subjects into two groups, in reference to the mean, respectively: the pro-change group (above the mean) and the anti-
change group (below the mean). Further, each of these two groups have been subdivided though the even-odd 
method in other two groups, thus obtaining four experimental conditions: the pro-change control group, the pro-
change experimental group, the anti-change control group, and the anti-change experimental group. The instrument 
contains 10 items. The possible answers are noted from 1 to 5, where 1 = complete disagreement and 5 = complete 
agreement. Items 2, 6, 7, 8, 9 and 10 are reversed. Total score is obtained by summing the score for each of the 10 
items. The subjects who score high on this scale are characterised as having a pro-change attitude. The Cronbach-
alpha fidelity coefficient is D = 0.79, therefore, the scale has a good fidelity. The experimental design is combined 3 
x 4. The statistical data processing has been conducted with the help of the SPSS 16 software. 
2.3. Data processing and analysis. Results. 
In order to check the research hypothesis, we have applied the combined ANOVA analysis of variance. Based on 
the statistical analyses acquired, we have noted that: a) there is a main effect of the testing time variable over the 
attitude towards change variable [F (1.77, 702.87) = 8.332, p < 0.001]; b) there is a main effect of the experimental 
conditions variable over the attitude towards change variable [F (3, 702.87) = 71.617, p < 0.001]; c) there is an 
interaction effect between the testing time and experimental conditions variables over the teachers’ attitude towards 
change [F (5.32, 702.87) = 27.283, p < 0.001]. We have resorted to Huynh-Feldt coefficients, as the sphericity 
condition was not fulfilled (the result of the Mauchly W = .860 sphericity test is statistically significant, p = .000 and 
the epsilon coefficients are above 0.75) (Leech, Barret & Morgan, 2005). Below, we present the means, standard 
deviations and the subjects lot for the means in the attitude towards change variable, for each of the four 
experimental conditions at each testing time (table 1). 
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Table 1. The means, standard deviations and the subjects lor for the averages in the attitude towards change variable, for each of the four 
experimental conditions at each testing time 
Experimental conditions Total 
Experimental groups Control groups 
Pro-change Anti-change Pro-change Anti-change 
M SD n M SD n M SD n M SD n M SD n 
Testing time Pretest  43.0 2.6 96 33.1 6.5 105 43.0 2.6 95 33.2 6.3 104 37.8 7.0 400 
Exp. stage 39.7 6.9 96 35.2 6.9 105 42.9 2.7 95 33.2 6.4 104 37.6 6.9 400 
Retest 36.7 8.7 96 35.2 8.7 105 43.0 2.7 95 33.3 6.5 104 36.9 8.0 400 
Total 39.8 6.1 96 34.5 7.4 105 42.9 2.7 95 33.2 6.4 104 37.6 7.3 400 
Further, we shall analyse the interaction effect of the experimental conditions and testing time variables on the 
attitude towards change variable. The data statistical analysis indicates that there is a statistically significant 
interaction effect of the experimental conditions and testing time variables on the attitude towards change variable 
[F (1.78, 355.43) = 38.614, p < 0.001]. This interaction effect is illustrated in the chart below. 
Fig. 1. The interaction effect of the experimental conditions and testing time variable on the attitude towards change variable 
We shall further focus on the experimental manipulation effect over the attitude towards change for each of the 
two experimental groups.  
A. The effect of the experimental manipulation (persuasive counter-attitudinal message) over the attitude towards 
change in the pro-change experimental group. In order to check the effect of the experimental manipulation on the 
attitude towards change in the pro-change experimental group, we have applied t tests for pair samples. Based on the 
statistical analyses obtained, we have noted that: 
x there are statistically significant differences between pretest and the experimental stage [t (95) = 5.602, p < .001], 
in the sense that, right after the exposure to a persuasive counter-attitudinal message, the attitude towards change 
tends to decrease significantly;  
x there are statistically significant differences between pretest and retest [t (95) = 7.135, p < .001], in the sense that 
the exposure to a persuasive counter-attitudinal message leads to a significant decrease of the pro-change attitude 
which is preserved in time after the exposure to such a message;  
x there are statistically significant differences between the experimental stage and retest [t (95) = 4.183, p < .001], 
in the sense that the decrease of the pro-change attitude after the exposure to a persuasive counter-attitudinal 
message is significantly accentuated with the passing of time.  
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Therefore, the exposure of the pro-change attitude subjects to a persuasive counter-attitudinal message during the 
experimental stage leads to an immediate decrease in the pro-change attitude, the effect of the persuasive message 
increases significantly with the passing of time and leads to an even more significant decrease in the pro-change 
attitude during retest. 
B. The effect of the experimental manipulation (persuasive counter-attitudinal message) over the attitude towards 
change in the anti-change experimental group. In order to check the effect of the experimental manipulation on the 
attitude towards change in the anti-change experimental group, we have applied t tests for pair samples. Based on 
the statistical analyses obtained, we have noted that: 
x there are statistically significant differences between pretest and the experimental stage [t (104) = 3.495, p < 
.001], ], in the sense that the exposure to a persuasive counter-attitudinal message leads to a significant increase 
of the pro-change attitude;  
x there are statistically significant differences between pretest and retest [t (104) = 2.943, p < .01], in the sense that 
in the sense that the exposure to a persuasive counter-attitudinal message leads to a significant increase of the 
pro-change attitude which is preserved with the passing of time after the exposure to such a message; 
x there are not statistically significant in what the attitude towards change is concerned between the experimental 
stage and retest [t (104) = 0.087, p = .931].  
Therefore, the exposure to a persuasive message in the experimental stage leads to an immediate increase in the 
pro-change attitude, and this influence is maintained constant in time, but it does not accentuate. 
C. The constancy in time of the pro-change attitude for the pro-change control group. In  order  to  check  the  
constancy in time of the pro-change attitude in the pro-change control group, we have applied t tests for pair 
samples. Based on the statistical data obtained, we have noted that: 
x there are not statistically significant differences in what the attitude towards change is concerned between pretest 
and the experimental stage [t (94) = 0.445, p = .657]; 
x there are not statistically significant differences in what the attitude towards change is concerned between pretest 
and retest [t (94) = 0.122, p = .903];  
x there are not statistically significant differences in what the attitude towards change is concerned between the 
experimental stage and retest [t (94) = 0.155, p = .877]. 
Therefore, the pro-change attitude is constant with the passing of time in the absence of the experimental 
manipulation through exposure to counter-attitudinal messages.  
D. The constancy in time of the anti-change attitude for the anti-change control group. In order to check the 
constancy in time of the anti-change attitude in the anti-change control group, we have applied t tests for pair 
samples. Based on the statistical data obtained, we have noted that: 
x there are not statistically significant differences in what the attitude towards change is concerned between pretest 
and the experimental stage [t (103) = 0.376, p = .707]; 
x there are not statistically significant differences in what the attitude towards change is concerned between pretest 
and retest [t (103) = 0.964, p = .337]; 
x there are not statistically significant differences in what the attitude towards change is concerned between the 
experimental stage and retest [t (103) = 1.050, p = .296]. 
Therefore, the anti-change attitude is constant with the passing of time in the absence of the experimental 
manipulation through exposure to counter-attitudinal message. 
3. Conclusions 
The results obtained show that the hypothesis confirms. The persuasive counter-attitudinal message influences 
the teachers’ attitude towards change, this influence being uncontaminated by other parasite variables (as in the 
absence of the experimental manipulation, the attitude towards change is maintained constant with the passing of 
time). We can assert that Festinger’s cognitive dissonance theory and Hovland’s, Janis’ &  Kelley’s source-
message-receiver pattern are indeed valid – when the individuals notice a discrepancy between their own attitudes 
and behaviour, which triggers tension or psychic discomfort, they try to solve it, or at least to diminish it, by 
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changing their attitude. A great influence in this respect had the content of the persuasive message which, by form 
and argument provided, withdrew the attention and produced a certain affective state at the individual level, state 
which, in turn, favoured the subjects’ change of attitude. It has been noted that when the subjects have an initial pro-
change attitude, a persuasive counter-attitudinal message will lead to an immediate decrease in the pro-change 
attitude, this effect increasing significantly with the passing of time. A possible explanation for this can be the lack 
of a true conviction related to the opportunity of promoting the elements of change at the level of the educational 
system, correlated with the content of the negative persuasive message which has, apparently, a more powerful 
impact on individuals. Also, if the subjects have an initial anti-change attitude, a persuasive counter-attitudinal 
message will lead to an immediate increase in the pro-change attitude, however, the effect does not increase with the 
passing of time, the attitude towards change being maintained at the same level in which it was at the moment of 
applying the persuasive message. We can assert that the negative attitudes are much more stable with the passing of 
time compared to the positive attitudes. Usually, they are more ingrained in the inviduals’ system of values and 
express their beliefs more objectively. At the opposite pole, the positive, favourable attitudes can be the expression 
of a subjective behaviour, oriented towards a certain purpose. 
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